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1 INTRODUCTION 
 
“We are now in the era of social marketing” (Reed 2012). Social media and 
the revolution of blogs have changed how people behave on the Internet. As 
Reed (2012) states that one of the basic human instincts is to connect with 
people and socialize, the blogging platforms, such as Blogger, have grown 
increasingly popular in a short period of time. Social media is answering to the 
people’s needs to share and feel special. However, according to Reed (2012), 
the evolution of social media has isolated the public from real face-to-face 
interaction, thus creating the feeling of loneliness now more prominent on 
everyday life. Spending an increasing amount of time on various different 
social media channels has created new job descriptions and positions for the 
enthusiastic users with expertise in different fields of business.  
The thesis aims to highlight the possibilities of benefiting from small-scale 
blogging with a specific genre, without large financial investment. The goals 
and the desired number of partners to be achieved and the results and 
communication flow are stated on this study. The thesis also aims to provide 
an insight what blogs are, how have been developed and also give a 
perspective of what the benefits are for a company to use an already existing 
blog as a channel for marketing.  
During the implementation of the case various revenue models were analyzed 
and practiced to collect data. The revenue models chosen were only a few 
examples of all the possible ones. However the revenue models chosen were 
considered the best regarding the content and the nature of the blog. The 
companies who suggested co-operation implied the revenue models. Some 
revenue models such as donations and consulting services were ruled out for 
being irrelevant to the blog (Müller, Goswami & Krcmar, 2010). The usage of 
the donation revenue model can be seen as an arrogant way of making profit 
from blogging, therefore discarded from the possibilities.  
The blog’s layout needed to be designed to fit to the theme and content of the 
blog, and as I possessed no technical coding skills; a third party created the 
CSS code used on the layout according to my design free of charge. Google’s 
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Blogger was chosen as the platform for the blog, for the reason that it was 
easy to use and register with an existing Gmail account. As a part of the 
Google network it provided existing multiple widgets to be installed on the 
blog’s sidebar without the need of coding. Publishing posts with text and 
pictures is simple, however for users with more technical skills Blogger offers 
also a HTML-coding option for publishing posts.  
4 
 
 
2 BLOGGING REVOLUTION 
 
According to Holtz & Demopoulos (2006), ”May 2, 2005, will be remembered 
as the landmark day in the history of business blogging”. On that day the 
Business Week’s staff members Stephen Baker and Heather Green published 
their “Blogging will change your business” –article, and it made every CEO 
and executive aware of the potential of blogging. Before the article the 
executives had an unclear idea what blogs were about and were unable to 
see their potential or threats (Holtz & Demopoulos 2006). Prior to blogs, the 
mass media and printing press had the power to decide what the public was 
informed about. Personal websites such as blogs made publishing information 
free in contrast to mass media publications – thus they turned the publishing 
world upside down (Baker & Green 2008).  
However, writing a personal blog at the time was possible for people with 
some level of technical skills. Information regarding the blogs had been 
published before the Baker & Green’s article. Concequently, these 
publications were commonly small and read by the technically skilled people 
(Holtz & Demopoulos 2006).  
According to Baker & Green (2008), the mass media was changing drastically 
for the reason that the gap between journalists and the public was fading, thus 
changing the entire basis of the publishing business. The companies, which 
were accustomed to having an effect on their message, were unable to keep a 
hold of it any longer, therefore the change of strategy and approach needed 
reconsidering. It was necessary to learn what the blogs were and what kind of 
impact they would cause on their business.  
 
2.1.  Development of the Internet 
 
Blogging would not be possible without the development of the Internet to a 
consumer product. According to Charlesworth (2009, p. 2 – 3), the World 
Wide Web was first developed to serve the military purposes. As a small 
5 
 
 
communication system between a few computer units, the Web was slowly 
developed for a few decades. Tim Berners-Lee established the basic rules of 
the World Wide Web in 1980. Comparing to the development from earlier, the 
Internet took a huge leap forward in the 1980s. The development of the basics 
of the Internet known today, such as Internet Protocol (IP) and Domain Name 
System (DNS) emerged.  
As Internet was made public in the 1990s, the companies quickly saw 
marketing opportunities on the Internet, although it had not been widely 
recognized outside the United States. According to Charlesworth (2009, p.3), 
the first web browser was published in 1993, which paved the path for the 
general public to find the Internet. However, at the time the computers and the 
Internet were quite expensive to the general public.  
Northern Europe was one of the first ones with the United States to embrace 
the Internet and its possibilities. After the “Millenium” in 2000 the Internet grew 
more popular and started to attract every business and brand for marketing 
purposes, thus multiple websites for the companies emerged. The dot-com 
era begin to bloom, offering a one-way marketing channel for the companies 
to display their products and services. At that time “commenting” on the 
websites was rare, thus withholding the discussions between the customers.  
 
2.2. Development of blogs  
 
The word “blog” is a shortened version of the word “weblog” which essentially 
means a personal website or a diary on the Internet, where the posts written 
are organized chronologically. According to Holtz & Demopoulos (2006, p.1), 
blogs consist of small posts or articles which contain text, video and pictures 
and they can be tagged and categorized (Reed 2012, p. 233).  
The original purpose of a blog was to be updated frequently, resembling a real 
diary or a journal (Lotich 2010). The problem was that the average user of the 
World Wide Web did not possess the required technical skills to produce and 
publish personal content online. Technical coding companies acknowledged 
6 
 
 
the need and developed easy-to-use blogging platforms such as Blogger (now 
owned by Google Inc.) and WordPress.  
These platforms transformed every average Web user into a possible 
publisher without any financial investment (Holtz & Demopoulos 2006). 
Bloggers were creating discussions amongst the public: the potential 
customers of the companies and business. The executives were forced to 
realize they needed to react since these discussions in the “Blogosphere” 
would affect their business.  
 
2.3.  Blogging today 
 
Blogs have multiplied at a rapid pace, because in 1999 there were 
approximately 50 million blogs and because, according to Technorati 
(Technorati 2011), there are now over 164 million blogs across the Internet, 
forming a network of blogs also known as the “Blogosphere”. As Technorati 
states the conducted research’s aim was to discover the structure of the 
“Blogosphere”. According to the Technorati’s study, the “Blogosphere” 
consisted of a little over 60% of male bloggers, and a little over 30% of female 
bloggers in all of the genres of blogs. The majority of bloggers are between 
the ages 25 to 44 years. Blogs vary according to their category and interest. 
However, nearly everything can be the subject of a blog.  
2.3.1. “BLOGOSPHERE” 
 
Blogs are part of a global network as illustrated by the existence of the 
“Blogosphere”. What blogs have created inside the “Blogosphere” is most of 
all discussion. An average person with sharp observations about business and 
their surroundings combined with a large following (readers of the blog) can 
have a remarkable impact on business and the companies working in the field 
of that business. The bloggers are the potential customers and users of the 
discussed business; therefore executives have been forced to acknowledge 
the discussions taking place in the “Blogosphere” and participate in it (Holtz & 
Demopoulos 2006). This has caused the companies to hire staff to blog about 
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their businesses (Baker & Green 2008) and products to contribute to the 
“Blogosphere” and give the potential customers the opportunity to 
communicate through the blog. As indicated by Holtz and Demopoulos (2006), 
the public enjoys receiving advice and suggestions from others alike, therefore 
a recommendation from a blogger is more effective than a review on printed or 
other mass media.  
2.3.2. WORDPRESS 
 
WordPress states that it is the most-widely used platform for blogging. 
WordPress offers two kinds of blogging platforms: WordPress.com and 
WordPress.org. The latter is a free open source program which is installed 
into the user’s computer and requires some knowledge of coding and 
technical skills in order to get started. Since the program is open source 
based, it offers various modification possibilities and it can also as be used as 
a base of a regular website not necessarily even looking like a blog. For the 
average users of the Web WordPress offers a free blog hosting service on the 
WordPress.com, which enables the user to start a blog in a matter of minutes. 
According to the statistics, WordPress hosts over 57 million blogs in total 
(WordPress 2012). WordPress offers a unique domain name option for a fixed 
fee paid on a yearly basis.  
2.3.3. BLOGGER 
 
A small company called Pyra Labs originally created Blogger in 1999. Google 
(Google Inc.) bought the already functioning blogging platform in 2002 and 
started developing it further. Being part of the Google network Blogger offers 
the possibility of linking everything effectively: e.g. Google’s other services can 
all be fused together, Gmail, Google+ and AdSense are simple for even the 
least technical skilled user to link on the Blogger. Google’s Blogger platform is 
very widely used, but Google is unwilling to provide actual statistics of how 
many Blogger blogs they host (Blogger 2012).  
Similar to both of the platforms of WordPress and Blogger is their effortless 
use by everyone and the possibility of creating and publishing professional-
looking content without being obliged to understand programming language. 
8 
 
 
At the present time starting a blog is easy and free (Lotich 2010). Blogger and 
WordPress are examples of blog hosting platforms; there are other hosting 
services on the Internet.  
2.3.4. INSTAGRAM & TWITTER 
 
The revolution of smartphones has generated the possibility to blog 
everywhere. This freedom has transformed the non-bloggers to actual 
bloggers with easy to install and use micro- and photo-blogging services such 
as Twitter and Instagram. Both Twitter and Instagram offer the user to post a 
limited (140 characters or one picture) minimalistic post at a time (Reed 2012, 
p.237).  
According to CNet.com (CNet.com 2012), Instagram has gained over 80 
million users since their launch in October 2010, as they offer a free mobile 
application for both the iOS and Android platforms. Instagram works as an 
easy photo-blogging service, where the users take photos with their 
smartphones, Instagram adds a filter with the application to make the photo 
more professional and uploads it to the service (Instagram 2012).  
Both Twitter and Instagram have provided their users the possibility of 
hashtags. Concisely a hashtag means that the user can create a category or 
use an existing category by adding the symbol # before a categorized word. 
The hashtags make the organizing and searching for desired photos or 
discussions easier for the users. Businesses are able to use this same 
method to provoke and monitor discussions about their products, services and 
brands. This action also helps new potential followers to find to the actual blog 
or website of the company or the user (Reed 2012, p. 236).  
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3 FUTURE OF BLOGGING 
 
As microblogging is gaining popularity, the possibilities of job opportunities 
arising from blogging are increasing. According to a survey conducted by 
Technorati (Technorati 2011, See Figure 1), 8% of the “Blogosphere” are 
corporate bloggers, whose part-time or full-time job is updating corporate 
blogs. The topics that corporate bloggers address in their blogs are the 
businesses they work in, the companies and the products or services they 
offer and technological breakthroughs. The Technorati survey revealed that 
13% of the “Blogosphere” users were entrepreneurs or individuals blogging 
about their own businesses. The entrepreneur bloggers’ reasons to blog were 
sharing their knowledge and information regarding their business, acquiring 
new customers and clients and possibly professional acknowledgement. Both 
of these groups measured their blog’s success by the visits and hits that the 
blogs received (Technorati 2011).  
 
Figure 1. Technorati November 2011 survey structure of the “Blogosphere” 
 
Figure 1 above represents the structure of the “Blogosphere” as stated by 
Technorati (2011). The Majority of bloggers in the “Blogosphere” are 
hobbyists, who consider the blog as their hobby and not a source of income. 
Blogosphere 
Hobbyists 
Professional 
Entrepreneurs 
Corporate 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However, the second largest part, nearly a fifth of the “Blogosphere”, are the 
professional bloggers who report that receiving revenues from the blog is at 
least a part of their monthly income. The third group consists of individuals 
and entrepreneurs who blog as a part of promoting their own businesses. The 
smallest group contains the corporate bloggers who blog as a part of their 
corporate full-time job.  
Recently the companies have observed the opportunities of blogging and 
more companies strive to approach the customers where they are – on the 
blogs. Twitter already possesses a corporate strategy for companies, and 
Instagram is increasing the number of companies signing up and downloading 
the service.  
 
3.1. Follower services  
 
The number of followers represents the value of the blog. The number of 
followers represents trust, entertainment and interest factors. More followers 
bring better co-operation proposals from companies, increase credibility and 
cause the desired messages to spread wider across the Internet. According to 
Baker and Green (2008), auctioning a Twitter account on Ebay, one of the 
worlds’ well-known customer-to-customer auctioning services, can increase 
the following of the account.  
Unfortunately, the value of the blog can be forged, as new businesses of 
buying followers have emerged to the markets. According to the BBC (2012), 
Facebook has more than 83 million false accounts. Fast Company’s research 
(2012) states that multiple online services offer 5000 Twitter followers for $77 
and 4000 Facebook fans for $617. The new and increasingly popular 
Instagram is facing this phenomenon as well.  
Bloggers around the world have demonstrated an easy and cheap way of 
buying followers to different accounts. The articles posted reveal that with 
financial aid it is possible to gain over 26 000 followers on Twitter within a 
weekend. Alternatively, an online company called StatusPeople has 
developed a program which can detect how many of person’s Twitter followers 
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are false inactive robots. In addition, with this program it is possible to check 
anyone else’s Twitter accounts and publicly reveal any falsely acquired 
follower bases of friends and celebrities. Nonetheless, the follower services’ 
gaining popularity amongst the public has decreased the trust of the 
companies in starting new cooperation with new bloggers.  
 
3.2. Business around blogging  
 
As blogging has become widely acknowledged by the public and businesses, 
new businesses have emerged from blogging as well. These new companies 
are using a limited selection of bloggers to promote their services to their 
readers who are the potential customers. One example of this type of 
company is TradeTracker which offers new potential companionship 
marketing options to websites and blogs. The company functions in multiple 
countries including Finland.  
The regular approach of these companies is to host an event for the bloggers 
in order to give them lectures about the products and services they are 
offering. At the event food and other commodities are served to the bloggers 
free of charge, so as to attract them to participate in the event. The main goal 
of the company is to give the limited number of bloggers the right to use their 
services which they will promote in their blogs. As mentioned earlier, the 
company’s target groups are the followers of the blogs who either have an 
existing blog or are planning to start one. For the promotional bloggers the 
service is free, but the new potential customers among the followers who 
acquire the service have to pay for it. The companies are using the blogs as 
marketing channels for cost-efficiency.  
Multiple companies have started to listen to the bloggers needs, thus 
developing and providing new programs and methods for the bloggers to 
improve. One example of the mentioned companies is Publishzer (2012). New 
blogging programs are developed constantly to make blogs even more 
professional looking. For example a blogger who has medium following but 
has never improved the layout for the reason that it requires technical skills 
the blogger does not possess. A program that would do the coding for the 
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blogger while designing the new layout would be very beneficial, thus gaining 
the interest from others alike. The company can provide the trial version of the 
program to few selected bloggers to be reviewed on their blogs, thus reaching 
the desired target group. As the majority of the bloggers are hobbyists (See 
Figure 1), the possibility of the hobbyists becoming professional bloggers 
increases after using the coding program. Some of the hobbyists might have 
non-existent technical skills or the ability improve their blogs layout, thus 
stopping them from not pursuing a professional career as a blogger.  
For example Publishzer (2012) is an invitation-only program for bloggers, 
designers and photographers to create magazine-looking blog posts. 
Publishzer (2012) offers a trial version after the user has submitted their email 
and have been accepted into the program.  
13 
 
 
4 BLOG AS A MARKETING CHANNEL  
 
The first period in marketing in general was ruled by mass marketing, which 
was the beginning of marketing known today. According to Reed (2012), it 
meant as wide marketing range as possible to the largest possible crowd, thus 
making Television the primary channel to be used. As mass marketing proved 
to be a bit ineffective and costly, the companies focused on more direct 
marketing sources, thus using segmenting and targeting the desired 
customers for the different products (Reed 2012). Today’s marketing is called 
social marketing which means to find the already existing target groups and 
marketing directly to them. However, to avoid disturbing them with emails and 
letting the customers approach the companies. Using social media to 
marketing purposes fits the best for smaller companies and entrepreneurs as 
marketing can be expensive on mass media (Reed 2012). However, as the 
importance of social marketing is increasing, it does not rule out the forms of 
traditional marketing. Yet social marketing cannot be left out from a successful 
marketing strategy.  
The customers of every business spend an increasing amount of time in social 
media, where they uncover their needs and interests. As Reed (2012, p.9) 
states this is valuable information to businesses especially: the effort to attract 
new customers turns into finding the existing ones. Using blogs as marketing 
channels is an easy way of finding the already existing potential customers for 
smaller online companies.  According to Brown (2007, p. 20), blog marketing 
is the next rational action to be taken towards a complete and professional 
marketing strategy. However, Reed (2012) thinks that as starting a blog is 
easy, low-cost and modern, the target group and markets should be 
researched first before deciding if blog marketing is the right approach 
considering the desired target group.  
Since starting and maintaining a blog is a relatively inexpensive way of 
promoting a business, it is fashionable and up-to-date as well. Brown (2007, p. 
22) states that blogging is a powerful tool of reaching out and increasing the 
communication with the customers. However, Reed (2012, p. 9) considers 
blog marketing only as one of the needed tools for a working viral marketing 
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strategy, and it should not be considered as yet another method but a 
commitment.  
The Internet has a vast number of guides how to set up a blog and how to 
make it profitable. Small online companies, which refuse to create a blog of 
their own, can profit from other blogs whose followers are the company’s 
target group. According to Brown (2007, p. 15), marketing through a blog 
provides a face and actual spokesperson to the followers and potential 
customers, therefore creating a trust aspect when the followers are 
communicating with the person rather than an anonymous voice from the 
company’s customer service. The follower is more likely to become a 
purchaser after reading a review of the product on a blog than from seeing an 
advertisement online.  
As hundreds of thousands of blogs are created everyday and the nature of 
each blog is different, it is important for the companies to choose the blogs 
that best serve their needs for advertising. Many companies have set limits for 
the blogs they choose to advertise in, e.g. follower limitations. As an example, 
typically a blog should have over 250 followers through Google friend connect, 
or near 10 000 hits per month. These limitations vary according to the 
company, however observing successful blogs can be noticed that large 
follower-base blogs have high quality brand partners (See Figure 2).  
 
4.1. Revenue Models 
 
Revenue model means to illustrate how e.g. a business will make profit, 
receive income and create higher return of investment. According to Popp 
(2004, p. 49), the revenue models online can be categorized as hybrid 
revenue models when revenue streams are collected from multiple different 
sources. The person whose blog is used as a marketing channel can use 
other revenue streams as well to increase the benefit of the blog (Müller, 
Goswami & Krcmar, 2010).  
Using social media to marketing is still considered somewhat a new channel; 
therefore multiple possibilities of marketing are yet to be developed. The 
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revenue models presented below are the ones which were exploited during 
the case study, also which best corresponded the nature of the studied blog.  
4.1.1. SPONSOR BASED  
 
In sponsor or paid revenue model the blogger receives a commodity from the 
company, which the blogger reviews on the blog. This marketing model is 
based on the trust the blogger is receiving from the followers of the blog – the 
potential new customers. After the review the blogger keeps the commodity as 
a payment from advertising, thus benefiting from the co-operation (Müller, 
Goswami & Krcmar, 2010). This revenue model is frequently used by small 
online stores to gain visibility and new customers.  
 
 
Figure 2. The flow of sponsor-based marketing on a blog 
 
According to the observations whilst taking part in the sponsored based 
marketing, the usual flow of sponsor based marketing goes as stated in the 
Figure 2. Company X sends the commodities to the selected Bloggers A and 
B, as the majority of their followers are the desired target group of Company 
X. The Bloggers A & B, who enjoy the trust of their followers review and 
recommend the commodities sent by Company X. As a part of the desired the 
Possible customers 
buying commodity 
Writes a 
review about 
the 
commodity 
received 
Sends commodity to 
selected bloggers 
Company X 
Blogger A 
Follower 1 
Follower 2 
Follower 3 
Blogger B 
Follower 4 
Follower 5 
Follower 6 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target group the rate of the followers purchasing the product from Company X 
is higher than in regular viral marketing. Through this method Company X gets 
a higher success rate of acquiring new customers, as they market straight to 
the existing target group. By providing commodities to the bloggers with an 
active following is most likely to bring profit as only the amount of sent 
commodities have to be covered to avoid loss. This means that  
The affiliated model is another form of sponsored revenue model, with the 
difference in the requirements of the company. The company sends the 
commodities to the blogger and after the review the blogger is entitled to keep 
the products. Generally in the affiliated revenue model the company requires a 
hyper link leading to their website to be posted, as well as the permission to 
the photos used on the review, hence acquiring content to their website. This 
revenue model is regularly used by small to medium sized online companies, 
with the reason to obtain new customers, quality content and more traffic on 
their website. The companies using this type of marketing strategy usually 
have higher limits for followers and website traffic, thus offering better 
commodities.  
In both sponsor and affiliate based revenue models the company can give 
guidelines to the blogger what they want to include to the review. However, 
the blogger is ultimately in charge what kind of image to give from the 
company, thus leaving the company no choice but to trust the blogger for 
positive review.  
4.1.2. ADVERTISING BASED 
 
Advertising model is the most known and used model of profit from blogging. 
The bloggers sell an advertisement spaces on their blogs for multiple different 
companies, which can be unrelated to the content of the blog. The blogger 
gets paid per click (Reed 2012, p.237); therefore the profit is connected to the 
traffic and popularity of the blog (Müller, Goswami & Krcmar, 2010).  
An additional advertorial revenue model is for the blogger to sign up to an 
online marketing service, which connects marketers and advertisers. In this 
model the advertisements come from the companies, which the marketing 
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service hosts and through services such as Google’s AdSense the 
advertisements are shown on the person’s blog according to the overall nature 
and genre of the blog, therefore reaching the target group of the companies. 
According to Müller, Goswami & Krcmar (2010) this type of revenue model is 
gaining popularity for its effectiveness in addition to the versatile settlements; 
the blogger can choose the method of which the commission is tracked.  
4.1.3. GIVEAWAY BASED 
 
The giveaway based revenue model is a successful way of adding value to 
both the co-operative company as well as the blogger. Using this model in 
most cases the only revenue to the blogger is the added value. The company 
offers a price for a giveaway hosted on the selected blog. Giveaway is a form 
of a raffle which requires certain tasks from the participants to complete to be 
qualified to enter and win the prize, such as following the person’s blog and 
the company’s Facebook and website. Another common task for the 
participants is to spread the word about the giveaway on their blogs or 
websites, thus increasing the number of participants, followers and value.  
New programs such as Rafflecopter (Rafflecopter 2012) have been developed 
to assist the bloggers to host easy, reliable and truthful giveaways. The 
Rafflecopter hosts the giveaway on behalf of the blogger; the blogger’s task is 
to define the requirements and timeframe for the giveaway. The Rafflecopter 
service is using Random.org to draw the winner, thus using the service 
publicly creates the image of honest and fair giveaway and blogger. 
 
4.2. Networking 
 
Communication has many variations according the circumstances, but 
generally requires at least two individuals to be efficient, thus stated by 
Samovar, Porter and McDaniel (2012, 2009, 2006. p. 9) the communication is 
purposeful when corresponded with intention. Practicing good and 
professional communication with co-operating partners of the blog builds up a 
good reputation amongst the companies and future partners. Being a good 
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communicator is a way of marketing person’s expertise and 
acknowledgement. However, as Reed (2012, p. 10) states behaving and 
writing in a professional manner should not mean losing individuality and 
personal opinions.  
The subject of turning blogging into profitable to the writer has generated a 
vast variety of books. As mentioned above in the Technorati (2011) 
“Blogosphere” reseach, some of the bloggers are corporate bloggers whose 
job description consists of blogging about the company and business. 
However there have been cases on every blog genre where enthusiastic 
bloggers showing their expertise and interest through the content of the blogs 
have received job offers, thus stating the possibility of a blog representing an 
unofficial Curriculum Vitae (CV).  
4.2.1. READERS AND FOLLOWERS  
 
Followers and more irregularly visiting readers form the basis and value of the 
blog in collaboration with the content. A first time visitor of a blog considers all 
the three factors when deciding whether to follow the blog – the amount of 
followers, the regularity and the content of the posts. As the research in 
Monetizing Blogs: Revenue Streams of Individual Blogs (2010) the frequency 
of posts is directly connected to the amount of comments and traffic on the 
blog, therefore the most profit and value is gained by updating daily.  
From the company’s perspective the readers are the potential customers to be 
reach through the co-operation in the “Blogosphere”. The defense rate of 
purchasing a product is lower when the suggestion comes from someone the 
person is considering trustworthy. Thus maintaining a certain professional 
blogger image is important, yet maintaining the familiarity and realness (Reed 
2012, p. 10).  
4.2.2. LINK SHARING 
 
Networking inside the “Blogosphere” is equally important as communicating 
with the followers of the blog. Visiting and commenting on popular blogs is a 
way of marketing the person’s own blog and professionalism. As Reed (2012, 
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p. 236) states only 9 percent of the followers are actively participating to the 
conversations on blogs while the majority is only browsing, thus remaining 
faceless to the blog keeper. Whilst commenting frequently to other popular 
blogs is time consuming, it creates traffic to the person’s own blog, therefore 
possibly attracting new followers and adding value. The ideal situation is 
popular bloggers adding the blog to their blogroll, which is a list of the blog 
keeper’s favorite blogs (Reed 2012, p. 234).  
4.2.3. SEARCH ENGINE MARKETING (SEM) 
 
Search Engine Marketing (SEM) aims to increase the Website’s or blog’s 
ranking on the search engines such as Google and Bing. According to Reed 
(2012) it is important to improve the visibility, as most users choose to click on 
one of the first options, rather than browsing through multiple pages of search 
engine results. As Kent (2012) states even the majority of the websites have 
not optimized their ranking on search engines, therefore this optimizing is 
important for personal blogs.  
 
Seach Engine Optimizing (SEO) is executed by adding important keywords on 
the blog’s links; such as photos should be named to include keywords related 
to the content of the blog, therefore elevating the blog on search engine 
results page. The majority of searches found and the biggest search engine 
today is Google. According to Kent (2012) it provides neary 70% of all 
searches, therefore being the most important to start optimizing from. Using 
Google’s Blogger as a blogging platform is already raising the rank in search 
result page on Google.  
 
According to Kent (2012) the search engines rank the pages according the 
user’s search terms used, thus ranking the results according to how close the 
words are in the actual page. According to search done with Google, using the 
words “Coco the Choco” brings the blog as the first result. However when 
using “Coco choco” the blog shows on the result page at sixth place, therefore 
the search engine marketing should be improved.  
20 
 
 
4.2.4. EXAMPLE OF XIAXUE 
 
Xiaxue is a Singaporean-Chinese blogger, who has made her living by 
blogging. Her real name is Wendy Cheng Yan Yan and she has been blogging 
since 2003 and paid her bills from the income from blogging since 2005. Her 
revenue models consist of reviews as well as advertising space on the sidebar 
of her blog. She has created fixed prices for different revenue models, for 
example Youtube video of Xiaxue reviewing products costs the company 4000 
Singaporean Dollars, which is approximately 2532 Euro (XE Currency 
converter, 2012). The return on investment (ROI) is difficult measure as an 
outsider, however Xiaxue has over 10 000 followers on her blog 
(www.xiaxue.blogspot.com), over 137 000 Twitter followers, over 116 800 
Facebook fans and over 106 600 YouTube subscribers.  
As commodities she has received various items from small contact lenses to 
holiday trips to Thailand. Xiaxue is a client in a Singaporean talent agency 
which manages her appearences and co-operations. The agency is acquiring 
her new companies to work with and events for her to be seen at. The reason 
for Xiaxue’s success comes from being part of the first few people to start 
blogging. Next year is Xiaxue’s blog’s 10th anniversary. Xiaxue is a good 
example where blogging has become a profitable full-time job, when investing 
time in it and working hard.   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5 THE CASE OF “COCO THE CHOCO” 
 
The Coco the Choco blog was created as a personal hobby and a potential 
channel to share individual ideas and thoughts without a significant financial 
investment. The Coco the Choco blog was a journal about my interests: 
especially Japanese fashion and culture, hair and beauty products. The 
purpose of the blog was to be informational, enjoyable and easy for everyone 
to read and follow, as well as sharing some important aspects of my life. The 
blog was mostly targeted to people sharing the same interests, especially 
towards Asian and Japanese fashion and culture. 
The blog was created using Blogger platform thus enabling various different 
features Google offered; such as Google friend connect which was a helpful 
tool to monitor the followers of the blog. Afterwards I syncronized Google 
Analytics to the blog to get more accurate statistics about the traffic. The 
individual layout was designed by me and visualized by a third party for free of 
charge while using CSS coding. The purpose of the blog was to find people 
with similar interests, share my taste of fashion and attract co-operation 
possibilities. The goal set in the beginning of the blog project was to attract 
over 100 followers per year and 3-4 partners from the cosmetics industry, by 
the average frequency of posts being 1 to 2 per week.  
 
5.1. Japanese street fashion culture 
 
Japanese street fashion blogs differ from the mainstream fashion blogs 
especially culture wise. Japanese street fashion culture has developed in a 
country, which was closed to western countries for centuries, and being a part 
of practicing Japanese street fashion style requires understanding and interest 
towards Japanese culture in general. Following such a blog does not require 
that knowledge, however a major part of the followers on my blog are 
interested in Japanese culture and fashion. Mainstream fashion blogs 
concentrate on fashion trends in the blogger’s own country and world’s 
fashion in general, in contrast of Japanese street fashion blogs which 
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concentrate on world’s fashion mirrored through Japanese street fashion 
culture and magazines. Being a westerner and practicing a Japanese street 
style requires understanding the fashion in Japan, therefore purchasing 
Japanese brand clothing as well as false lashes and extreme false nails are 
important and different from the mainstream fashion bloggers.  
 
5.2. Partners and Co-operation 
 
The Coco the Choco blog was running for one and a half (1.5) years before it 
started to attract partners and co-operation due to the amount of followers 
(See Figure 3). The reason these companies contacted me suggesting co-
operation was to reach their target group, which consisted of my followers. 
With a little amount of financial investment they reach the potential customers 
through my blog very cost-efficiently. The partner’s intention with this co-
operation was to gain new customers, create positive image for the company 
and in some cases more content to their online store.  
 
Figure 3. Followers adding value to blog and quality to partners 
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Figure 3 represents the value of the blog and the quality and size of the 
partners compared to the followers of the blog. The results discovered though 
observation during the 2 years of Coco the Choco blogging, shows that the 
amount of followers is directly connected to the popularity therefore enchasing 
the acquiring of bigger and better-known partners. This leads to getting new 
followers, which yet again elevates the quality of partners on the blog.  
5.2.1. KKCENTERHK 
 
The first company offering a co-operation possibility was a small online shop 
from Hong Kong with a selection of nail art supplies and other cosmetics. As a 
part of Japanese street fashion extreme nails are very common, therefore 
many small Asian online companies are offering various products with 
reasonable prices. Commodities I received from the company included nail 
stickers, nail art equipment, and glitter. Through email the company sent me 
ready-made adverts, which I could choose from to place on the sidebar of my 
blog. For the review I received only one request, which was to use the links on 
the post to the products on their website.  
5.2.2. GEOCOLOUREDLENSES.COM 
 
Geocolouredlenses.com was the first circle lens co-operation I formed. Circle 
lenses are a type of color contact lenses widely used in Asia to enlarge the iris 
of the eye. These cosmetic lenses are originated from South Korea, yet they 
are known and largely debated throughout the world (New York Times, 2010). 
The Malaysia based company was new and still small, yet they had high 
standards for the blogs they accepted to their affiliate program. They provided 
me a ready-made advert which was to be placed on the sidebar of my blog 
with a permalink, which is a form of permanent URL address leading to the 
website of the company (Reed 2012, p.237). Before the review on the blog I 
received informational email in which the company stated certain facts about 
their services, which they wanted to be included in the review post; such as 
authorization of their online shop and the lenses to a shipping cost 
explanation. After reviewing the commodities they asked for a permission to 
the original photos I had taken from the commodities, as they wanted to use 
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them on their website. As a reward from the positive review I got to choose 
another pair of lenses from their selection.  
This co-operation continued to the Geocolouredlenses.com sending me 
multiple commodities at a time to be photographed, thus unofficially hiring me 
with very cost-efficient way for them to receive high quality pictures from their 
products.  
5.2.3. LOVESHOPPINGHOLICS.COM 
 
LoveShoppingholics.com (formerly know as Shoppingholics.com) is a 
Malaysia based, widely known, online circle lens store amongst the Japanese 
street fashion bloggers, especially from their large selection of multiple brand 
products. The company has used blogs as a marketing channel for a longer 
period of time than the companies mentioned above; therefore it has 
established a reputation amongst the community. As LoveShoppingholics.com 
contacted me, it felt as my blog had reached a certain level of credibility and 
professionalism, given that LoveShoppingholics.com has high standards of 
accepting blogs to their affiliate program. As the company is very popular 
amongst the Japanese street fashion bloggers, they get a lot of contacts for 
co-operation.  
LoveShoppingholics.com provided me a ready-made advert to be placed on 
the sidebar of the blog, which was the only requirement they presented. The 
company sent me the commodity very quickly and after reviewing them on the 
blog they did not ask for the permission to the photos, thus I suggested that to 
them as a way of marketing myself and my expertise.  
Afterwards the co-operation continued in a form of giveaway marketing. 
LoveShoppingholics.com offered the first price for the giveaway, which I would 
host on the blog. The mandatory requirement for the participants for entering 
was to like LoveShoppingholics.com on Facebook, yet through Rafflecopter 
giveaway hosting service it was possible to increase the chances of winning 
with optional entries such as following my blog. The marketing was successful 
on increasing the amount of LoveShoppingholics.com Facebook fans as well 
as the followers on my blog. As Coco the Choco was not the only blog co-
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operating with LoveShoppingholics.com at the time, the success rate of 
increasing the fans on their Facebook is difficult to measure. However, during 
the two-week giveaway period the followers through Google friend connect on 
my blog increased from 421 to 437 followers, thus growing the follower base 
with 16 new followers.  
 
5.3. Communication with Partners 
 
As the partners of the blog generally consist of small online companies the 
primary communication tool used was email. The first initiative can come from 
the company to the blogger, or the blogger can contact an interesting 
company suggesting co-operation. When the initiative comes from the 
blogger, the professionalism and marketing the blogger’s expertise is 
important in forming a successful co-operation agreement. When forming a 
co-operation with the company, maintaining a good communication is vital to 
continuous collaboration. Maintaining the same co-operative companies gives 
a good impression to the followers as well as the companies since it increases 
the professionalism of the blog. For example a scenario where a blogger gets 
a commodity from a company only once often creates an image of 
unprofessionalism thus unable to maintain the co-operative company’s 
interest.  
During the case of Coco the Choco the partners required emails in multiple 
occasions, such as when receiving the commodity and after publishing the 
review. A good way to increase professionalism was to ask the company’s 
opinion about the review as well as development ideas, thus creating a 
constructive conversation between the blogger and the company. During 
email exchange there occurred no problems between any of the co-operative 
partners, although the lack of professional English skills from one of the 
companies gave a slightly hasty impression.  
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5.4. Marketing 
 
As Coco the Choco is used as a marketing channel by the co-operative 
partners, I marketed the blog in various channels to increase the traffic on the 
blog as well as to acquire new followers. The methods used to market the blog 
are to guide more traffic to the blog, thus using other social media channels 
such as Facebook and Instagram (Reed, 2012). YouTube is a channel that 
has not been used on the blog so far.  
According to Vered (2007, p. 8) the intention of Word of Mouth (WOM) 
marketing is to create positive conversation about the subject, in this case 
study the blog Coco the Choco. The goal was to get several bloggers to visit 
my blog and ultimately linking it on their blogroll. This was achieved by 
frequently commenting on the popular blogs, which in return sent traffic on my 
blog. The focus was on commenting blogs that had several followers, as well 
as similar content. 
Whereas posting on Instagram the usage of hashtags increased the amount 
of visitors on the pictures, therefore became important factor for acquiring new 
followers. Using hashtags increases the probability for the visitor to become 
new followers on the user’s other blogs as well. Frequent commenting inside 
Instagram and using WOM proved to be beneficial for gaining popularity. 
Various widget services offer the possibility to add microblogging platforms 
such as Instagram to the sidebar of the actual blog. Widgets are mini-
applications that can be connected to other platforms to provide the followers 
more content (Reed 2012, p. 241). The traffic will increase in both platforms; 
therefore using widgets is beneficial for acquiring new followers. On the 
sidebar of my blog is a widget to my Instagram account, thus showing a daily 
diary for those followers who are interested in frequent posts.  
In the future more social media channels should be used on the blog, such as 
YouTube. YouTube is a video hosting service, which allows the user to watch 
free videos online without signing up or downloading any programs (Cloud, J. 
2006). YouTube is now part of Google; therefore integrating it to Blogger is 
really easy. Using all the different social media channels such as YouTube, 
Blogger and Instagram, new things are offered to the readers on each channel 
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in the future. For example, on YouTube tutorial videos, shopping videos and 
guides are to be offered. On Instagram the followers are offered the possibility 
to be a part of daily life and see sneak peeks of future blog posts. On Blogger 
more professional pictures about my style and Japanese street fashion are 
published, as well as meetings with friends and events attended. By 
combining these channels so that users on each channel can find the other 
channels will increase the followers as every channel offers different articles. 
The use of Search Engine Optimizing is developed as well, thus making the 
blog appear higher on the search engine result pages such as Google and 
Bing. This will develop the blog even further and increase the credibility and 
online presence as well.  
The future of the Coco the Choco blog is to grow into a profitable blog either 
as a part-time or full-time job. The purpose is to constantly improve the quality 
of the photos as well as the articles and engage new followers regularly. 
Acquiring new partners and co-operation possibilities have to be researched 
and contacted to increase the number of partners of the blog. The success is 
measured by creating new goals after reaching the previous goals.  
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6 RESULTS 
 
Blogging has proved to be more beneficial to businesses than non-blogging 
for their ability to interact with the customers in a new and innovative way. The 
customers are more likely to purchase the products from the companies when 
a bond of trust is created through communication in the “Blogosphere”. 
Businesses using blogs as a marketing tool are not considered faceless and 
unreachable. It is understandable for a successful blog keeper to be unable to 
answer every comment, yet choosing not to answer can leave followers 
feeling uncomfortable and unnoticed.  
When starting a blog reasonable goals should be set to measure the success, 
furthermore the blog keeper should commit to the blog entirely, since as the 
researches show; the amount of followers and comments received is directly 
connected to the frequency and content of the posted articles. As starting a 
blog does not necessarily require any financial investment, creating a 
profitable blog requires investing time, which in some extent resembles 
money.  
Other commodities are received as well, yet the companies providing them 
require an existing follower base before co-operation. When fully committing 
to the blog and showing expertise in writing and the field of business, the blog 
can bring job opportunities when constructed in professional way. Yet, the 
blog studied in this thesis is concentrating on a narrow area of specific 
underground fashion genre, the possibilities of it turning into job opportunities 
are extinct.  
However, the majority of the goals set for the blog in the beginning of the 
thesis were reached. The success of the giveaway based marketing with 
LoveShoppingholics.com was difficult to measure since the Coco the Choco 
blog was not the only co-operating blog. Nonetheless, the number of fans on 
LoveShoppingholics.com Facebook page did increase instead of decreasing. 
Better online presence was achieved as well through communication with 
followers as well as other bloggers. 
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The communication with the partners of the blog was mostly fluid with the 
exception of the widely recommended and popular LoveShoppingholics.com, 
whose lack of proper grammar use in English was slightly disappointing, 
therefore decreasing the trust towards the company.  
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7 CONCLUSION 
 
Blogs have come to stay, as in any new phenomenon the interest towards the 
blogs may vary and even decrease in the future, but the fact is, blogs are 
here. People are constantly developing new ways and improving already 
existing platforms, therefore the channels used in this thesis can turn invalid at 
some point in the future. New services and programs for blogging are created 
constantly to improve the quality and professionalism of blogging, thus adding 
value and credibility to blogs.  
In the future, social media and blogging will become even more important part 
of marketing strategies, thus bringing the companies closer to the consumers. 
The future of the Coco the Choco blog is to become profitable and successful 
as well as staying as a channel for sharing the fashion style. The blog will be 
developed futher by adding new social media channels such as YouTube, as 
well as studying the ways to imporove the blog’s ranking on the search 
engines such as Google, by using the Search Engine Optimizing (SEO). 
Preparing and publishing better photos and better posts will help acquiring 
new and better companies for co-operation with the blog. Constantly 
improving the blog and following the new trends in marketing and fashion will 
turn the Coco the Choco blog as a professional profitable blog.  
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9 APPENDICES 
 
Appendix 1 – Coco the Choco blog 
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Appendix 2 – Coco the Choco Affiliates 
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Appendix 3 – Coco the Choco on partner’s website 
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Appendix 4 – Coco the Choco Giveaway revenue model with 
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Appendix 5 – Coco the Choco example review on circle lenses 
sponsored by LoveShoppingholics.com (formerly known as 
Shoppingholics.com)  
 
 
 
 
 
 
